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Digital Campaign Case Studies 
 

This section provides key details for each digital campaign that was reviewed for this report, along with 

the main research and evaluation findings of each campaign. In some cases, rather than reviewing an 

entire campaign, the case study reviews a program, service or website, or one aspect of a larger campaign. 

In those cases, this is because only one element was provided to the authors, or because only one element 

was researched or evaluated. The breadth and depth of information available for review varied 

significantly by campaign. Therefore, not all sections or categories of information have been completed 

for each case study. 

 

The campaign case studies are organized alphabetically by country, then state or other geographical area (if 

applicable), then in chronological order (by year of campaign launch). Note that the scope of each 

campaign is the entire country or state/province in the title line, unless otherwise specified. 

 

Some campaign staff did not conduct each of the four earlier-described types of research and evaluation. 

Also, in some cases, campaign staff provided recall and awareness data as part of their process evaluation, 

while others provided them as preliminary measures in the campaignõs outcome evaluation. While it is not 

necessarily important how such data is categorized, it is important to understand the different conclusions 

that can be drawn from the data, and the implications of doing so.  For example, research indicating the 

level of an audienceõs recall or their awareness of an advertisement or campaign can relate to both process 

evaluation (i.e., was the media placement sufficient for the campaign to reach enough of its intended 

audience and enough times?) and to outcome evaluation (i.e., were the campaign materials interesting, 

engaging, and clear enough to attract and keep the attention of the intended audience such that they 

recalled them later?). In short, it is important to consider how recall and awareness data reflect on a 

campaignõs process and its outcomes in order to draw appropriate and actionable conclusions. 

 

Each case study closes with relevant overall learnings and insights, based on all of the research and 

evaluation conducted as well as the expert opinions of those involved with the campaignõs development, 

implementation and/or evaluation. 

 
Listings and Grid for Easy Review of Case Studies 
Two lists of case studies as well as a grid are provided on the following pages for more convenient review 
based on readersõ interests. 
  
The List of Case Studies presents the case studies in the order they appear in this document-- in 
alphabetical order by country, then province or state (if applicable), and then in chronological order.  
 
The List of Campaigns by Goal organizes the case studies by the main tobacco control goal of each 
campaign. Campaigns are grouped according to whether they sought to: 

1. Prevent initiation of tobacco use 
2. Reduce tobacco use via assisting tobacco users in quitting 
3. Reduce exposure to secondhand smoke 

 
The List of Campaigns by Goal may be helpful to those who are seeking insights from campaigns that 
have a common tobacco control goal.  
 
Finally, there is a grid detailing the Digital Media Used in Each Campaign which may be helpful to those 
who are seeking information about effective use of particular digital vehicles/approaches. 
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List of Campaign Case Studies 

Australia (New South Wales (NSW)) τ2009-present iCanQuit Website      

Australia (Western Australia) τ 1996-present Smarter than Smoking Campaign     

Canada (British Columbia)τ2009-2010 QuitNow & WIN Campaign      

Canada (Ontario) τ 2008-2009 Campaign for a Smoke-free Ride       

Canada (Ontario) τ2010 The Driven to Quit Challenge Campaign       

Denmark τ 2004-present Xhale.dk Campaign          

England τ 2009 AOL Beauty Campaign          

England τ 2008-2010 Smokefree MSN Campaign        
 
England τ 2009 Smokefree United Campaign          

England τ 2008-2009 ά{ǘǳō ƛǘ ƻǳǘ ǘƻƎŜǘƘŜǊέ ¸ŀƘƻƻ CƻǊǳƳ Campaign      

England (South West) τ2009-2010 One-Way Street to Success Campaign      

European Union ς 2005-2011 Help Campaign         

Germanyτ 2005-present Smoke-free Campaign         

Israel τ 2007-2008 Sigi Tabak Campaign       

The Netherlands τ2005-2006 Smoke Alert Campaign       

 New Zealand τ2008 Quit Website        

New Zealand τ 2008-2009 Txt2Quit Service        

Norway τ 2003-2005 Happy Ending Campaign        

Singaporeτ 2009 Kids Watch. Kids Learn. Campaign       

United Kingdom τ 2007-2008 Breathe Campaign       

United States ς 2008-2010 Become an EX Campaign      

United States (Arizona) τ 2009-2010 Venomocity Campaign      

United States (Minnesota) τ 2010 The QuitCash Challenge Campaign     

United States (Minnesota, Dakota County) τ2008-2009 Respect my Ride Campaign   

United States (Nebraska) τ 2009-present IMReady Campaign      

United States (Wisconsin) τ2008 My SmokeFree Story Campaign     
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List of Campaigns by Goal 

Youth Prevention & Cessation 
Australia Smarter than Smoking 
Denmark Xhale.dk 
European Union Help 
Germany Smoke-free 
The Netherlands Smoke Alert  
United Kingdom Breathe  
United States Venomocity 
 
Adult Cessation 
Australia iCanQuit 
Canada QuitNow & WIN 

Canada The Driven to Quit Challenge 
Denmark Xhale.dk 
England AOL Beauty 
England Smokefree MSN 
England Smokefree United 
England One-Way Street to Success 
England Stub it out together Yahoo Forum 
European Union Help 
Germany Smoke-free 
Israel Sigi Tabak 
New Zealand Quit Website 
New Zealand Txt2Quit Service  
Norway Happy Ending 
Singapore Kids Watch. Kids Learn. 
United States Become an EX 
United States The QuitCash Challenge 
United States IMReady 
 
Reducing Exposure to Secondhand Smoke 
Canada Campaign for a Smoke-free Ride 
European Union Help 
United States Respect my Ride 
United States My SmokeFree Story 
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Digital Media Used in Each Campaign 

 

 

Country & Campaign or 

Program Name 

Websites/

Micro-

sites 

Online Ads, 

Banners, 

Buttons 

Social 

Media 

Mobile texting/ 

messaging 

Email 

msgs. 

IM, chats, 

blogs 

Australia iCan Quit X      

Australia Smarter than 

Smoking 

X X    X 

Canada Quit Now and Win X X X    

Canada Campaign for SF Ride X X     

Canada Driven to Quit 

Challenge 

X X X  X  

Denmark Xhale.dk X   X X  

England AOL Beauty X X     

England Smokefree MSN X X    X 

England Smokefree United X X X X X X 

England One-Way Street to 

Success 

X X X    

England Stub it out together 

Yahoo Forum 

X X X X X X 

European Union Help X X X X   

Germany Smokefree X X   X X 

Israel Sigi Tabak X  X   X 

Netherlands Smoke Alert X      

New Zealand Quit X X     

New Zealand Txt2Quit X   X   

Norway Happy Ending X X  X X  

Singapore Kids Watch. Kids 

Learn. 

X X  X  X 

United Kingdom Breathe X X X    

United States Become an EX X X X X X X 

United States Venomocity X X X    

United States The QuitCash 

Challenge 

X X X X X  

United States Respect My 

Ride 

X  X  X  

United States IMReady X   X   

United States My Smokefree 

Story 

X X   X  
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Australia (New South Wales (NSW)) ð2009-present iCanQuit Website 
Organization 

Cancer Institute NSW   

 

Campaign Dates 

Website development process: 

Stage 1 ð Project defined (November 2009 ð February 2010) 

Stage 2 ð Site structure developed (February 2010 ð June 2010) 

Stage 3 ð Visual interface designed (July 2010 ð August 2010) 

Stage 4 ð Site built and integrated (September 2010 ð December 2010) 

Stage 5 ð Site launched (December 2010) 

 

The website is ongoing but this case study captures what occurred through March 2011. 

  

Objective 

To develop a quit support hub for smokers who wanted to quit and ex-smokers who wanted to 

remain tobacco-free by adopting a user-centered approach in the redesign of the 13QUIT website 

(originally launched 2007).   

  

Target Audience(s) 

Primary:  Smokers aged 25-44 years and smokers aged 18-24 years, with a low socio-economic skew. 

Secondary:  Recent quitters 

Key stakeholders who work in tobacco control, such as NSW Quitline, NSW Health, 

Cancer Council NSW, SmokeCheck, Local Health Districts, and NSW Multicultural 

Health Communication Service 

Media   

Websites 

 

Media Presence 

Promoted via the Willpower campaign television commercial (December 2010) and Google paid 

search. 

Campaign Budget (in USD) 

$390,000 (website development through launch) 

 

Advertising Agency or Public Relations Firm 

Folk/Readify (visual design and website development agency) 

 

Research Firm 

Stamford Interactive (a user-centered design agency) 

 Zumio (strategic consultant agency)   

 

Language(s) 

English   

 

Target Audience Research   
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Stage 1:  The desired outcomes of this phase were to understand the users and the development of 

the website strategy.  

 Various methods were used to help gain a better understanding of the websiteõs potential 

users and their behavior online, including: 

 Stakeholder interviews ð in-depth interviews with key stakeholders (mix of 

government and non-government agencies dedicated to tobacco control).  These 

stakeholders became part of an iCanQuit reference group. 

 Focus groups ð discussions with groups of 6-8 participants.     

 Contextual interviews ð similar to in-depth interviews but carried out in the 

respondentsõ natural environments.  For example, at their homes or workplaces.   

   

Stage 2: Various methods were used to determine the site structure of the website and content 

development plan. 

 Content audit to identify content gaps and modifiable content. 

 Card sorting to identify how users categorize and label information. 

 Usability testing to assess the wireframes of the website. 

 

Stage 3:  User testing was conducted to assess the proposed visual designs.   

 

 Stage 4: Usability testing was conducted throughout this stage to identify any problems or user 

issues.  

Recruitment criteria for above target audience research:  

 Focus groups/contextual interviews/card sorting/usability testing - NSW smokers aged 18-

44 years (daily smokers who wanted to quit during the next 6 months) with medium to high 

Internet usage and a low socio-economic skew. 

 Cancer Institute NSW staff and members of iCanQuit reference group conducted usability 

testing pre-launch. 

 

 Pre-Campaign Evaluation of Draft Materials 

None conducted. 

 

Campaign Description 

In May 2007, the Cancer Institute NSW launched the 13QUIT website.  The content of the website 

was based on the Quit Kit, providing information on the steps to quitting. 

 

A 2008 review of existing international quit smoking websites suggested that there was a shift towards 

more interactive and tailored support.  The static, purely informational design of the 13QUIT website 

was out of date and not in keeping with online trends, particularly with the growth of web 2.0. 

  

Key stages in the development of the website:  

 Stage 1: Define the project  

 Stage 2: Develop site structure  

         Stage 3: Design visual interface  

         Stage 4: Build and integrate  

         Stage 5: Launch and beyond  
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A website strategy was developed after conducting formative research with users in Stage 1.  It 

represented the overlap where usersõ needs and business requirements would be satisfied:   

  

 Build a relationship with users that inspires and motivates them into the action of stopping 

smoking by providing them with the information and tools to personalize their quit journeys and 

to interact and connect with like-minded users.   

 Acknowledge that usersõ needs may be different depending on their stages of quitting, nicotine 

dependence levels and motivation to quit for good.  They may have different support preferences, 

from quitting unassisted to using products.  The site would need to deepen user engagement by 

educating, guiding, and inspiring the user to create a personal quit environment conducive to 

success.  

 

The website was designed to revolve around three core elements: 

1. General informationð Inform and educate smokers and/or be a source of information for 

health professionals.  General content may include information on NRT, strategies to cope 

with cravings, benefits of quitting, etc.

 
2. Personal content and tools ð This is the ôMy Journeyõ section of the website that provides 

tailored content that is relevant to registered usersõ needs.  This is in the form of tracking 

tools so that users can track their progress (e.g., number of cigarettes, money saved) or in the 

form of publishing content that corresponds to their profile (e.g., selected method(s) to quit, 

reason(s) to quit). 
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3. Communal networking ð This is the ôStories and experiencesõ section of the website that pulls 

on the support of a community of quitters to share their stories, inspire and emphasize that 

they are not alone in their journeys to quit. 

 
 
Process Evaluation   

The iCanQuit website was evaluated through the collection of user statistics.   The user statistics were 

collected through server logs managed by the Cancer Institute. When a user registered as part of the 

ôMy Journeyõ function of the website, data was collected on age (year of birth), gender, location 

(postcode), smoking status, average cigarettes smoked per day and nicotine dependence. In addition, 

information was collected on reasons for quitting and methods used to quit.  General website usage 

statistics were also collected through Google Analytics. 

 

For the first four months after the website launched (December 2010 through March 2011), the 

following data were compiled: 

Website statistics: 

- 19,447 total visits; of the overall visits, 80% were from NSW visitors (15,536)  

- 16,982 unique visits 

- 1,127 average weekly total visits 

- 4,862 average monthly total visits 



 9 

User (My Journey) statistics: 

- 896 registered users of ôMy Journeyõ 

- Most users were female (66%) 

- Over half (58%) were aged 25-44 years 

- Nearly two-fifths (37%) of users were from low socio-economic backgrounds  

- Most users were current smokers (81%) 

- Health, money and fitness were the top three reasons given for quitting  

- Cold turkey, patches and cutting down were the most common methods used to quit  

 

Outcome Evaluation   

None conducted as of publication date (program evaluation planned for early 2012). 

 

Learnings and Insights from Campaign 

 

1. Conducting research with potential users throughout all stages of the development process is 

optimal to deliver an online support service that meets usersõ needs. The close alignment 

between the iCanQuit programõs desired target audience and the websiteõs actual users may be 

attributed to following a user-centered approach.  In addition, despite very limited resources, 

campaign planners continued to solicit feedback from the siteõs users in order to improve the 

program and better meet their needs.   

 

2. There is continued interest in quit smoking information online. The site continued to attract 

visits over time, despite minimal advertising (online and offline). Ongoing research would be 

valuable to determine how best to encourage repeat visitation and continual use of website 

features. 

 

3. Social media has influenced how people communicate with each other. The uptake of the 

ôstories and experiencesõ section demonstrated that there was a desire among smokers to 

connect with people in a similar stage of quitting. Social media can be integrated within a quit 

smoking website to enable these connections. 

 

4. Digital technologies and platforms are continually evolving so campaign planners should not 

get fixated on what is considered òcutting edgeó at any one time.  Campaign planners should 

not be led by technology; rather, it should simply enable them to achieve their objectives.  

  

 

Sources of Additional Information   

www.icanquit.com.au 

 

Mayanne Lafontaine (Program Manager, Tobacco Control) 

mayanne.lafontaine@cancerinstitute.org.au  

 

Alecia Wales (Project Officer, Tobacco Control) 

Alecia.wales@cancerinstitute.org.au 

 

http://www.icanquit.com.au/
mailto:mayanne.lafontaine@cancerinstitute.org.au
mailto:Alecia.wales@cancerinstitute.org.au
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Australia (Western Australia) ð 1996 -present Smarter than Smoking Project 

Organization   

National Heart Foundation (Western Australia Division) with funds from the Western Australian 

Health Promotion Foundation, Healthway 

 

Campaign Dates   

1996-present (however case study focuses primarily on 2010 campaign) 

 

Objectives 

To reduce smoking prevalence among children and teenagers in Western Australia (WA) (10-15 years) 

by increasing: 

1. The proportion of young people who perceive smoking to be socially unacceptable and 

undesirable (i.e. de-normalize smoking). 

2. The proportion of young people who associate smoking with negative short-term and 

immediate effects (i.e. reinforce consequences). 

3. Young peopleõs capacity to resist a cigarette if offered (i.e. increase self-efficacy). 

 

Target Audience(s) 

10- to 15-year-olds in Western Australia (since smoking uptake historically doubled during these 

years) 

 

Media Vehicles   

Á Television (metropolitan and regional) 

Á Radio (metropolitan and regional) 

Á Cinema (metropolitan and regional areas with a skew to low socio-economic status areas)  

Á Online:  MRECS (medium rectangle banners) preferred as outperformed leader boards, with links 

to competitions; website 

 

Media Presence 

The burst of media evaluated in this case study went to air on television, radio, cinema and online 

from August 1-22, 2010.  Cinema advertising commenced on July 1, 2010 for 4 weeks to take 

advantage of the school holiday period.   

 

Campaign Budget (in USD) 

Overall Budget:  Approximately $135, 000 AUD (approximately $140,000 USD), including scheduling 

of existing media materials, some development of online materials and media agency fees. 

 

Development Budget for digital communications pieces/tools:  Less than $20,000 AUD 

(approximately $21,000 USD) 

 

Advertising Agency or Public Relations Firm 

Gatecrasher Advertising  

 

Research Firm 

Painted Dog Research 

 

Language(s) 



 12 

English 

 

Target Audience Research (Formative Research)   

Qualitative research is an ongoing priority for the project. Qualitative research was conducted with 

the target audience in 2004 (among 92 boys and girls aged 13-15 years). Further research was 

conducted in 2010. Based on the findings, campaign planners chose to concept testing the following 

four communication approaches: 

Á Short-term effects of smoking - communicating ôtried and trueõ negative short-term and 

immediate effects of smoking on relationships, fitness, skin and finances.  

Á Shifting norms ð reinforcing the shift away from smoking as an acceptable social behavior and 

its association with being, or trying to be cool.  

Á Addiction ð focusing more on what it is like to be addicted (as opposed to what it takes to be 

addicted). (Campaign planners felt that an addiction concept could act as a deterrent to trial, as 

well as discouraging continuation so as to avoid the onset of addiction. As a secondary outcome, 

an addiction concept could engender some young people to encourage and support those close to 

them to quit). 

Á Disgust ð extending the preliminary research into the efficacy of the disgust concepts already 

piloted and shown to have potential with this target group.  (Campaign planners felt that a disgust 

concept could operate primarily on preventing trial, with some positive fall-out for preventing 

continuation and encouraging cessation by challenging the desirability and social acceptability of 

smoking behavior). 

  

In terms of execution, qualitative research suggested that new media materials should: 

Á Be fast moving, attention grabbing, visually engaging and quirky 

Á Be cautious, in terms of not trying too hard to appeal to teenagers, but rather, just depicting 

what matters to them 

Á Reinvent scenarios and settings to regenerate attention and impact. 

Á Not lecture young people, bearing in mind their belief that ôsmoking is an individual choiceõ 

Á Be inclusive of priority groups, especially Aboriginal and low socioeconomic status groups. 

and/or scenarios portrayed. 

Á Avoid use of the term ôcoolõ (the link between smoking and coolness is not strong among 

young people, as this is a complex area and many things determine a personõs ôcoolness.õ) 

Á Be contemporary (in terms of words, clothes, actors) 

 

The involvement of young people in creative development, concept and execution testing was 

essential, and the Smarter than Smoking Youth Management Committee was involved in the 

development process.   

 

Pre-Campaign Evaluation of Draft Materials 

Prior to production, concepts for advertising materials were tested with the target group in 2008 by an 

external research agency.  Based on the research findings, it was determined that media materials 

would: 

Á Reinforce the negative, short term and immediate effects of smoking 

Á Challenge the point of smoking  

Á Reinforce that smoking is not the ônormõ 

 

Campaign Description   
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The Smarter than Smoking (STS) Project is a comprehensive, multi-strategy intervention that aims to 

reduce smoking prevalence among 10- to 15-year-olds in Western Australia (WA) by preventing the 

uptake of smoking rather than focusing on smoking cessation. The Project is Australiaõs only ongoing, 

comprehensive youth smoking prevention initiative.  

The Project draws on the expertise of an Executive Committee and an Advisory Group comprised of 

representatives from leading health agencies and groups working in the area of tobacco control in 

Western Australia.  

Strategies are based on the Projectõs evaluations and consideration of best practice evidence and 

research.  The Project is committed to regular and ongoing evaluation of campaign strategies, 

messages and resources and qualitative research with young people, to continue to communicate 

current and relevant messages that resonate with the target group. 

 

STS implements a range of youth-focused, youth-orientated strategies to communicate key messages 

to young people.  Key Project strategies include:  

Á mass media (TV, radio, cinema, online) 

Á school education resources/programs and school grants to implement smoking prevention 

activities 

Á sponsorship of sport, arts and racing organizations/events to ensure smoke-free venues for 

youth and promote the STS message through signage, clothing, public announcements, verbal 

acknowledgement, merchandise, competitions, etc. 

Á provision of publications and merchandise to students, parents, schools  

Á a dedicated youth web site www.OxyGen.org.au  

Á ongoing research and annual evaluation 

Á advocacy to reduce tobacco promotion and the availability and affordability of tobacco products 

for young people  

 

Mass media advertising is the main strategy implemented by the STS Project.  Two media bursts were 

typically scheduled each year in school Term 1 (March/April) and school Term 3 (July/August). 

 

The most recent 2008-2010 campaign, ôBurnt/Miss Outõ, communicated to young people, ôWhatõs the 

point in smoking, when all it does is cost youõ in terms of the: 

Å Short-term health effects of smoking (e.g., hindering fitness to play football) 

Å Social consequences and social acceptability (e.g., missing out on events, not being able to go to 

fun   places) 

Å Affordability/waste of money (e.g., not being able to buy clothes) 

 

Activities from the most recent media campaign that ran in Term 3 2010 (July/August) are outlined 

below: 

Television advertising:  1 ð 22 August (3 weeks) 

A suite of three existing 15 second ôBurnt/Miss Outõ ads were scheduled on metropolitan and 

regional stations.   

Cinema advertising:  1 July ð8 August (6 weeks) 

Cinema advertising was scheduled earlier than the main campaign to take advantage of the school 

holiday period when more young people would be attending the cinema.  The advertisements 

followed two films likely to be popular among the target audience (The Twilight Saga: Eclipse and The 

http://www.oxygen.org.au/


 14 

Karate Kid). The 15-second TV ads were screened at 21 selected metropolitan and regional cinemas 

with a focus on low socioeconomic and regional areas. 

Radio advertising:  1 -22 August (3 weeks) 

Existing 30-second radio advertisements were scheduled on Perthõs most popular radio station in the 

metropolitan area. All paid activity (42 spots) fell in the ôdrive and eveningõ period from 4-10pm when 

the target group was most likely to be listening to the radio.  The station offered 100% bonus 

bookings that were run of station but only 26% fell in ôdrive and eveningõ.  Advertising on regional 

stations included a total of 10 paid spots and 6 bonus spots per week on all regional stations.  

Placement of ads in drive and afternoon were during Hit Music Programs and 10-second no charge 

sponsorships were also.   

92.9Fm Radio ôClick n Winõ Online Competition:  16 ð 22 August 2010 (1 week) 

An on line competition on the 92.9 website offered young listeners the opportunity to win double 

passes to the Smoke Free Perth Royal Show ð the stateõs largest smoke-free event.  Over the week of the 

competition, 92.9FM offered 25 recorded promotional spots on the station.  

Student Edge Engagement Activity:  1-22 August (3 weeks) 

STS collaborated with Student Edge (Western Australiaõs largest student organization with over 200, 

000 WA members) to reach the Projectõs target group: 

 Ten school visits were conducted by Student Edge, coinciding with media campaign; Student 

Edge targeted schools in low socioeconomic areas and those most likely to have significant 

Aboriginal student populations. 

o Class visits conducted at nine schoolsñspent up to 50 minutes discussing smoking 

and showed Critics Choice 2010 DVD of anti-smoking ads voted on by students.  

o STS signage erected, teachers received STS resources and selected students were 

given STS merchandise including caps and shirts signed by Aboriginal sports stars; 

David Wirrpanda and Josie Janz.                                      

 The Student Edge team attended Country Week (sporting-focused annual event) and 

promoted Smarter than Smoking through signage, public announcements and the distribution 

of merchandise to raise awareness of STS and promote the OxyGen website to young people. 

 A moderated blog was featured on the ôYour Sayõ page of the Student Edge website 

www.studentedge.com.au .  The theme for the ôYour Sayõ question was ôsmoking in moviesõ 

as was an influence on young people to start smoking.   

 An article promoting the above blog and associated competition was sent out to subscribers 

of the Student Edge e-news. 

 An onsite medium rectangle (MREC) banner advertisement was created and displayed on the 

Student Edge website and linked to the Smoke Free Royal Show competition.   

 A second Student Edge e-news item promoting the Smoke Free Perth Royal Show 

competition was sent to subscribers.  

Online Activity:  1-22 August 2010 (3 weeks) 

 A medium rectangle (MREC) banner ad was developed with the text ôClick to win passes to the 

Smoke Free Perth Royal Showõ.  The MREC was placed on various websites.  All placements 

were location-targeted to WA only or Perth metro and had frequency caps where possible to 

ensure that the maximum number of individuals was reached.  

 Based on the success of previous NineMSN Messenger Text Link activity, four text links 

were developed for Windows Live messenger that publicized the Click and WIN 

competition.  The text links appeared at the base of chat windows on Windows Live 

Messenger and were served to 13 to 17-year-old users in WA only. 

http://www.studentedge.com.au/
http://www.studentedge.com.au/
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Process Evaluation   

Television: 

 Total tarps achieved for the campaign were 494 versus 472 planned and overall buy delivered 

planned versus achieved within the 10% allowance.  

 Itõs estimated that the campaign reached 66.9% of the target group and that those in the 

target group viewed the TVCõs an average of 7.2 times over the three week period.  

 Overall net spend was valued at $50,745 across the television stations with the media agencyõs 

negotiated added value and the stationsõ filler value estimated at an additional $8,152, a total 

added value of 16.1%.  

Cinema: 

 For the four week period, the total admissions figure relating to the Smarter than Smoking 

schedule was approximately 276, 405 including adults and youth.   

 Overall net spend was $14,720 (128 screenings), however the cinema activity achieved was 

valued at $65, 880 as it included 116 screenings of the advertisement at no cost. 

Radio: 

 100% bonus placements, but only 26% during ideal time period 

 Overall net spend was $12, 360, however estimated total value was $37, 830 

ôClick n Winõ Radio Contest: 

 Over 2,500 entries were received.  

 The online form encouraged entrants to tick a box to receive more information in regard to 

young people and smoking from the STS Project via email. Over 300 entrants opted to 

receive more information from STS and their details were recorded for future use by the 

Project. 

Student Edge Engagement Activity: 

o Over 790 students exposed to STS messages in 10 schools 

o Approximately 3,000 regional secondary students reached during Country Week 

 Over 170 comments received in response to a moderated blog 

 The first e-newsletter reached over 95,000 recipients, and the second reached over 160,000 

recipients. 

 The banner ad achieved a click through rate (CTR) of 0.40% CTR (compared to the industry 

average of 0.05% CTR).  

 Over 1,800 entries were received for the competition, and of these entries, 904 chose to be a 

part of the STS database by opting in to receive more information from the Project (typical 

conversion would be less than 30%) 

Online Activity: 

o The campaign had an excellent average click through rate of 0.25%. 

o The Student Edge MREC banner had the highest click through rate of the campaign at 0.4%  

o The Messenger text links achieved the highest number of clicks at 2,794 (0.31% CTR, on 

average for the four different links/messages). 

 

Outcome Evaluation   

Evaluation was conducted after the ôBurnt/Miss Outõ campaign went to air in Term 3 2010. A total of 

982 students from 21 schools participated in the self-administered school-based survey.  Results 
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included that non-smoking was continuing to become more prevalent among 12 -16 year olds, with 

84% claiming to have never smoked in their life -- a significant rise from 2007 (73%) and from the 

1996 benchmark survey (40%). 

 

The ôBurnt/Miss Outõ 2010 campaign recorded the highest level of correct message take out and 

internalization.  Spontaneous awareness of the television advertisements was 36%. The ôBurnt/Miss 

Outõ campaign was the most efficient campaign ever for STS, with a Spontaneous Awareness index of 

7.29 (spontaneous awareness by TARPS achieved).  Prompted awareness remained extremely high at 

84%. .  

 

The key message of ôBurnt/Missing Outó was conveyed as clearly and strongly as in previous years. 

The consequences of ôBurnt/Missing Outõ remained the strongest message (56%), particularly that 

smoking takes over your life/affects it/ruins it, and that you miss out on things you enjoy/canõt do 

everything. 

 

In relation to prompted message take-out, the top three messages communicated most strongly by the 

ads were: smoking affects your fitness (95%), smoking is a waste of money (96%) and smoking is bad 

for your health (96%). 

 

The proportion of young people indicating that they òdefinitely wonõt smoke in the futureó increased 

to its highest level since the STS Project began. 

 

In 2010, 94% of the 12- to 16-year-olds surveyed said they wouldnõt want to end up a smoker and 

87% said they wouldnõt smoke at all, ever (significantly higher than 82% in 2007 and 75% in 2004). 

 

The health and cosmetic consequences of smoking were well engrained in the target audience. There 

continued to be extremely high levels of agreement (98% or above) with attitudinal statements such as 

òsmoking is bad for your health,ó òcigarettes make you smelló and òsmoking wastes money.ó 

 

Learnings and Insights from Campaign 

1. Results from the Smarter than Smoking Project suggest that a comprehensive, integrated, carefully 

designed, adequately funded, sustained program can make a positive difference to smoking 

prevalence.  In WA, a decline in adult smoking prevalence and environmental changes such as 

legislation, public policy and tobacco advertising bans undoubtedly contributed to the decline in 

smoking among young people, however the fact that Western Australia had the lowest youth 

smoking prevalence in Australia following the campaign suggested that STS made a positive 

contribution to this decline.  As a further indication of its effectiveness, òBurnt/Miss Outó was 

the most efficient advertising campaign for STS to date, and STS continued to see positive shifts 

in youth attitudes, intentions and behaviors toward smoking.   

 

2. Audience response to the Term 3 2010 òBurnt/Miss Outó campaign materials was positive. 

However, the program planned to continue conducting regular qualitative research to ensure the 

media materials and strategies ôkeep paceõ with this very rapidly moving market segment. Program 

planners felt that STS needed to evolve to always reflect current attitudes which would resonate 

strongly with the target audience.  A new campaign, had been implemented every three years, 

informed by qualitative research and post-campaign evaluation results, and within each three-year 

campaign flexibility existed to modify and introduce new strategies. While the focus of impact 

evaluation had been the mass media campaign, qualitative and process evaluations were based 
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around the programõs comprehensive strategy mix. A key feature of STS was its integration of 

mass media, online, advocacy, schools programs and other strategies.  

 

 

Sources of Additional Information   

www.smarterthansmoking.org.au  

 

Youth smoking prevention website www.OxyGen.org.au  

 

Trevor Shilton, Director, Cardiovascular Health.  

Trevor.Shilton@heartfoundation.org.au 

 

 

 
 

  

  

http://www.smarterthansmoking.org.au/
http://www.oxygen.org.au/
mailto:Trevor.Shilton@heartfoundation.org.au
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Canada (British Columbia)ñ2009-2010 QuitNow & WIN  Campaign 
 

Organization    

British Columbia Lung Association, supported by grant funding from the Ministry of Health and 

prizes supported by McNeill Consumer Healthcare  

 

Campaign Dates   

November 2009 ð February 2010 

 

Objectives   

Primary:  To actively engage smokers to participate initially in QuitNow & WIN 2010 Contest  

Secondary:  To provide a mechanism for smokers to further engage with each other on Facebook and 

Twitter (facebook.com/quitnowbc; twitter.com/quitnowbc) 

 

Target Audience(s)  

Individuals over 19 years old who had smoked for at least one year prior to the start of the contest or 

who had quit as of May 1, 2009 

 

Media Vehicles 

Provincial television; targeted print media; Internet banner and sidebar ads; presence on TV media 

home page; Internet social media (Facebook page, Twitter page, YouTube page, blogger outreach);  

stakeholdersõ home pages   

 

Campaign Budget (in USD)  

Not available 

 

Advertising Agency or Public Relations Firm 

Muze Creative (using advertisements created 2008/2009)  

Campaign planners worked directly with a TV station to purchase the media placements  

 

Research Firms 

Context Limited; Muze Creative; 6S Marketing 

 

Language(s)    

English  

 

Target Audience Research   

The initial QuitNow & WIN campaign was developed in 2008-09, with informal focus group testing.  

Campaign planners developed prizing based on research about incentive-based campaigns.  Following 

the 2008-09 initiative, they developed a more robust campaign for 2009-10 and expanded the ways 

that they reached the target audience.  They reduced the size of the grand prize value from 

approximately $9,666 USD to $4,833 USD and increased the number of prizes based on feedback 

from the 2008-09 registrants.  In 2008-09 only geographically-based prizes were awarded; in 2009-10, 

age-based prizes were awarded as well.   Program planners developed 5,000 QuitKits and distributed 

them through more than 70 pharmacies across British Columbia where registrants could pick them 

up.   

 

Pre-Campaign Evaluation of Draft Materials: 
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Informal focus groups were conducted, during which smokers in the Greater Victoria, British 

Columbia area were asked to review the draft materials for the 2009-10 campaign.  Respondentsõ 

feedback indicated that they appreciated a message that was positive, upbeat and inspiring.   

  

Campaign Description 

The promotional period for the 2009-10 contest ran from November 20, 2009 through January 4, 

2010. Registration was available online, by fax, telephone, or mail, with the majority of registrations 

occurring online (approximately 96% of registrants). The promotion required registrants to have an 

email address to participate, and campaign staff would create email accounts for those who did not 

have one if necessary. 

Registrants must have quit on or after May 1, 2009 and remained tobacco-free from January 5, 2010 

through February 3, 2010 (contest period) to be eligible for prizes.   Early bird registration prizes were 

awarded for registering before mid-December, 2009.  Referral prizes were given to those whose 

referrals resulted in other peopleõs registrations.   

The grand prize winner received a cruise for two to Alaska plus $2,500 CAD (approximately $2,400 

USD) cash, for a total value of $5,000 CAD (approximately $4,833 USD). In addition, smaller value 

prizes were awarded by regions, in five age categories, for support buddies, for referrals and for early 

bird registrations.  The grand prize, regional prize, and age-category winners confirmed their non-

smoking status verbally and via urine and carbon monoxide testing.  All winners were selected at 

random and were able to select their gift cards from a list of businesses.  

The campaign used digital elements in a number of ways. First, digital media was used to advertise the 

campaign (through online promotion of the campaign). Second, the target audience was engaged 

through social media to promote the campaign. Finally, a campaign website was developed, which 

enabled people to register with the campaign online.  

 

Process Evaluation: 

 Key statistics were monitored throughout the contest using Google Analytics, including: 

- Conversion rate: campaign staff tracked which online advertising mechanism was the 

most efficient at converting into registrations. Facebook proved the most effective.  

- Campaign staff adjusted online promotion of the campaign as a result of tracking 

conversion rates. 

 Feedback from contestants was monitored and replied to on Facebook, Twitter and email 

 Contest team members participated in a debriefing exercise: 

 Teams that implemented the campaign had a face-to-face debrief and developed a 

ôlessons learnedõ document to inform future campaign planning. For example, they 

concluded that engagement through social media needed to increase following the 

campaign period.  

 Data about participants was collected via Quit Now & Win contest intake forms: 

 

Outcome Evaluation  

A web-based follow-up survey was conducted between five and eight weeks after the contest ended 

(March 9-30 2010).  Contest participants were emailed a link to the survey by an independent 

evaluator. 
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At follow-up, two thirds (68.7%) of Quit Now & WIN participants who completed the evaluation 

reported that they had not smoked in the previous seven days, almost three quarters (73.7%) reported 

that they had remained smoke-free throughout the contest duration, and six out of ten (60.6%) had 

been quit and remained quit since the contest start.   These quit rates are significantly higher than 

those reported in 2009 for seven day (49.6%) and contest duration (53.9%) and only slightly lower 

than the percentage who claimed to have not smoked since the contest start (64.1%).  

 

Learnings and Insights from Campaign  

1. More than 1% of total smokers over age 19 in British Columbia registered for the 2009-2010 

QuitNow & WIN Contest and conversions to quitting services increased significantly.  More than 

5,700 smokers registered for the contest, versus 7,100 for the 2008-09 contest.   While there was a 

reduction in the number who registered, there was a 20% increase in conversions to QuitNow by 

Phone registration and a 61% increase in conversions to QuitNow Online registration during the 

contest period (versus the previous year).  Both of these services were also run by the British 

Columbia Lung Association. Increases in registrations to the QuitNow by Phone and Online 

services were desirable as they ensured that long-term quitting support would be provided to 

smokers after the competition ended.  

2. Many people who had not heard of the two services previously were reached by the 2009-10 

campaign.  The post-contest survey revealed that 54% of survey respondents had not heard of 

QuitNow Online prior to the contest and 63% had not heard of QuitNow by Phone prior to the 

contest.  

3. The greatest lesson from the 2009-10 QuitNow & WIN Contest was the value of using social 

media for both promotion of the contest and support for contestants trying to quit smoking.  

Facebook was heavily used by registrants. Program staff continued to use it as a new way to 

connect to smokers trying to quit over time.   More than 1,400 people became members of 

Facebook and liked the Facebook page publicized by the campaign (quitnowbc).  Campaign staff 

concluded that it was a positive way to engage clients as they sought ways to help them quit.   

 

Postscript: 

Campaign staff cited a number of lessons learned from the 2010-11 campaign (the third year of the 

promotion) which may be of interest, despite falling outside the case study review period. 

 

1. The funnel rate was improved by providing greater online guidance during the registration 

process: The funnel rate was measured through Google Analytics and tracked peopleõs behavior 

through the registration process. The tracking in 2010-11 indicated that approximately one-third 

of people did not complete the full registration for the campaign. As a result of this information, 

campaign staff added in a pop-up box that would show up during the registration process to 

remind people of all the information they needed to register.   

 

2. The social media interventions were deemed more effective when managed internally.  Following 

lessons learned from the 2009-10 campaign, in 2010-11, campaign staff decided not to contract 

out the planning and implementation of the social media strategy for the campaign. They 

determined that the BC Lung Association needed to òownó the social media strategy for it to be 

successful. So, in 2010-11, they hired a student staffer to manage the social media, including 

driving traffic to the Facebook page, engaging bloggers, and posting comments on the campaign 
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website. Blogger outreach was judged as successful by campaign staff, as it drew in and engaged 

non-traditional audiences.  

 

3. Social media was able to enhance other programs, not only the quitting contest.  Social media was 

originally used specifically for the QuitNow & WIN contest, but after that positive experience, its 

use was broadened to all of the QuitNow BC services. 

 

 

Sources of Additional Information:   

www.quitnow.ca  

 

Jack Boomer, Director QuitNow Services 

jackboomer@shaw.ca 

 

 

Publicity for 2008 Campaign: 

  

 
 

Publicity for 2009 Campaign: 

 

Publicity for 2010 Campaign: 

http://www.quitnow.ca/
mailto:jackboomer@shaw.ca
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Canada (Ontario) ð 2008-2009 Campaign for a Smoke-free Ride  
 

Organization   

Ontario Lung Association 

 

Campaign Dates   

November 2008 ð March 2009 

 

Objectives   

The overall goal of the Campaign for a Smoke-free Ride was to reduce childrenõs exposure to second-hand 

smoke in motor vehicles. The specific campaign objectives were to: 

 Increase awareness of the soon-to-be-enacted legislation that prohibited smoking in motor 

vehicles with children in them (through health protection messages, not enforcement). 

 Decrease smoking in vehicles where children are present (thereby reducing childrenõs 

exposure to second-hand smoke). 

 Encourage health care providers to be more proactive with patients in addressing the dangers 

of secondhand smoke for children. 

 Encourage smokers to refrain from smoking in motor vehicles around children under 16 

years old. 

The Campaign, funded by the Government of Ontario, was to focus on health protection messages 

and not proactively address the legislation or its enforcement.   

Target Audience(s) 

Primary:  female smokers with children under the age of 16 and who own, or have use of, a motor vehicle. 

Secondary:   

--Health care providers 

--Male smokers with children under the age of 16 and who own, or have use of, a motor vehicle 

 

Media Vehicles/Channels 

Radio, print, waiting room and hospital brochures, video (paid placements), mall displays, community 

events, direct mail, Internet (web buttons and Web site)  

 

Media Presence 

See Process Evaluation section for estimated reach of each media vehicle. 

 

Campaign Budget (in USD)  

Overall Budget:  Unavailable 

Development Budget for Digital Communications Tools/Elements:  Unavailable 

 

Advertising Agency or Public Relations Firm   

Edelman Public Relations 

 

Research Firm  

Target audience research/insights coordinated through Edelman Public Relations.  Process and 

outcome evaluation conducted by the Alder Group. 

 

Language(s)   

English and French (some, but not all, elements were translated to French) 
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Target Audience Research   

This primary audience was chosen based on a number of key insights gleaned from focus groups and 

other research, as well as inherent behaviors that suggested a higher likelihood of positive behavior 

change: 

 Mothers love their children and make numerous choices to protect them 

 Not smoking in a vehicle with a child connects to protective behaviors parents already 

undertake, such as placing a child in a car seat, using a seatbelt, wearing a bike helmet 

 Women tend to be lighter smokers and more risk adverse 

 Women make health care decisions for the family 

 Mothers more often drive children to school, daycare, sporting events, appointments, etc. 

The Campaign also recognized health care providers as key influencers (based on Agency data) and, as 

such, identified them as a secondary audience, with the aim to encourage them to be more proactive 

in communicating the dangers of childrenõs SHS exposure to their patients, and providing them with 

tools to do so.  Materials were also developed for fathers of children less than 16 years old, as an 

additional secondary audience. 

Pre-Campaign Evaluation of Draft Materials 

Due to timing and funding constraints, the draft campaign creative was not tested, however messages 

were tested during focus groups with the target audience. Various messages were tested, and the 

òThanks Momó concept was received the most positively, in terms of respondents indicating the 

message would motivate them to not smoke nor allow smoking in their cars.   

Campaign Description   

The campaign, funded by the Government of Ontario, sought to influence parents not to smoke in 

cars and build support for legislation prohibiting smoking in cars where children are present. 

 

Process Evaluation  

As one key process measure, the campaign staff measured the estimated reach of the various media 

vehicles:  See chart on following page. 
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Estimated Reach of Media Vehicles 
 

Activity Detail Reach 

Ontario Lung 

Association Assets 
Existing Platforms and Networks 

                   141,287 

(included 2100 

visitors generating 

more than 11,000 

page views of 

website)  

Community Partner 

Engagement 
Incl. known TCAN/PHU activities, community 

partners and asthma mailing response fulfillment 

                                                

28,063,524  

Paid advertising Paid Radio 17,948,100 

  Paid Print 
                

12,981,451  

  Waiting Room and Hospital print distribution                 7,321,420  

  Paid Video 6,751,420 

 

Estimated reach achieved from bonus media 

placements* 
6,749,264 

Earned Media Ongoing media relations              16,034,855  

Community Events Mall Displays 
                        

3,328  

  Community/Special Events 95,816 

TOTAL CAMPAIGN REACH  96,090,469 

 
 

In addition, a quantitative survey of parents was conducted by the Alder Group to determine 

exposure to the campaign as well as changes in attitudes and behaviors.  The survey found that 86% 

of parents surveyed reported being exposed to the Campaign.  

 

Outcome Evaluation 

Outcome measures from the survey mentioned above included the following: 

 ôSmoking in cars with children is illegalõ was the most commonly recalled message, even though 

it was not a featured Campaign message.  This was attributed to extensive media coverage, as 

well as to activities of partners.  

 Among parents who recalled the Campaign, 61% reported that the ads grabbed their attention 

ôquite a bitõ or ôvery much,õ while 53% felt that the ads ôgave good reasons not to smoke in cars 

with children.õ  
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 Those who recalled the Campaign were in significantly greater disagreement with the statement 

ôSmoking in cars with children wonõt harm children inside the car as long as you leave the 

windows openõ than those who didnõt recall campaign (smoking in cars with windows open was 

addressed in one radio ad).  

 Those who recalled the Campaign messages were significantly less likely to report smoking in 

cars with children.  

 

Learnings and Insights from Campaign 

1. Digital media were used effectively to raise awareness of the upcoming implementation of a 

smoke-free law and to build compliance with the law.  The website was able to share more in-

depth content than the TV and radio ads could, helping to more fully educate people about the 

law and help build their support in complying with the law. 

 

2. The digital media (website and web buttons) worked together with traditional media to provide a 

pervasive presence of the campaign messages, resulting in high recall of the campaign among the 

target audience.  A full 86% of parents in a post-campaign survey were aware of the campaign, 

and based on past experience, this level would likely not have been achieved through traditional 

media alone. 

 

 

Sources of Additional Information   

http://www.smokefreeride.ca/ 

Sherry Zarins 

416-864-9911 ext. 267 

szarins@on.lung.ca 

 

 

http://www.smokefreeride.ca/
mailto:szarins@on.lung.ca
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Canada (Ontario) ð 2010 The Driven to Quit Challenge Campaign  

Organization   

Canadian Cancer Society, Ontario Division 

 

Campaign Dates 

January 4, 2010-April 19, 2010  

(Quitting period was full month of March; promotion was done before and during; prizes were 

awarded after) 

 

Objectives   

1) Encourage adult Ontarian smokers to make a quit attempt  

ü Register for The Driven to Quit Challenge  

 

2) Provide support for participants 

ü Integrate Smokersõ Helpline and Smokersõ Helpline Online into The Driven to Quit Challenge 

and elevate awareness of other cessation supports.  

Target Audience(s) 

Primary: Ontario daily and occasional tobacco users aged 19+ 

Secondary: Friends/Family of target audience, health care professionals, media 

 

Media Vehicles  

The Driven to Quit Challenge was accompanied by a robust promotional plan that encompassed 

many media:  

Non-digital vehicles included:  

 Paid advertising in television, radio, the Internet, and stores 

 Earned media via video b-roll, media releases, advertorials, PSA and two local celebrity 

spokespeople (host of Entertainment Television Canada and global TV host) 

 Events such as 7 launches across the province and a provincial prize presentation 

 Other promotional tactics, such as posters, work with healthcare professionals, guerilla 

marketing, prize vendor cross-promotion and pharmacy promotion 

 Partner integration through Public Health Units and NGOs 

Digital vehicles included:  

 Paid advertising campaign, using Search Engine Marketing, Online ads, Facebook ads 

and Subscriber e-mails 

 Social media, including Facebook, Twitter, YouTube 

 Website 

 

Media Presence 

See Process Evaluation section.   

 

Campaign Budget (in USD) 

Overall Budget:  Not available 

Development Budget for communications pieces/tools:  Not available  

 

Advertising Agency or Public Relations Firm 

Creative ð Armstrong Partnership 
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Media Buy and Web ð OK&D Marketing 

Search Engine Marketing ð Gaggi Media 

PR ð Media Profile 

 

Research Firm 

The Alder Group (formal evaluation) 

Ontario Tobacco Research Unit (consultant)  

Language(s)   

English, French 

 

Target Audience Research   

Secondary research was used to determine online behaviors of target audience, such as the 

following basic information: 

o 17% of Ontarians are current tobacco users (Canadian Tobacco Use Monitoring Survey 

2008) 

o 48% of target audience spends 2+ hours daily online (OK&D Marketing data)  

o Online activities of audience range (OK&D Marketing Data)  

 

Pre-Campaign Evaluation of Draft Materials 

No focus group testing or market research was conducted.  

 

Campaign Description  

In 2010, the Canadian Cancer Society, Ontario Division, through Smokersõ Helpline, hosted the 

fifth annual Driven to Quit Challenge, a provincial health promotion campaign which encourages 

adult tobacco users to make a quit attempt for the month of March. The purpose of The Driven to 

Quit Challenge was to encourage Ontario adult smokers and tobacco users to quit smoking or quit 

using tobacco for an uninterrupted period (one month-- March 2010) with the help of a support 

buddy, and, if desired, the Smokersõ Helpline and Smokersõ Helpline Online, a quitline and online 

program offering support, advice and information about quitting smoking and tobacco use, 

funded by the Ministry of Health Promotion and Sport. 

 

The Driven to Quit Challenge was open to individuals who met the following criteria:  

 19 years of age or older 

 a current tobacco user who smoked for at least one year (cigarettes, cigars, pipes, SNUS, 

chewing tobacco) prior to January 1, 2010 

 an Ontario resident 

 quit on or after January 1, 2010 

 signed up with a support buddy (required to be an Ontario resident over the age of 19) 

 

At the completion of the campaign period, all eligible entrants were entered into a draw for a new 

car (grand prize), one of two $5,000 vacation getaways and one of seven regional prizes, a $2,000 

gift card. An early bird prize, a $1,000 gift card, was also offered for the first time in 2010 for 

anyone who registered during the month of January. Support buddies of winners also received a 

$200 MasterCard gift card in recognition of the tremendous support they provided throughout 

The Challenge. Potential winners who met the eligibility requirements and remained tobacco-free 

(confirmed by both the winner and the buddy) underwent a urine test for confirmation of 

tobacco-free status. 
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Process Evaluation  

Non-digital paid campaign elements (in market January 4, 2010 to February 28, 2010): 

 A òdollar for dollaró value was achieved for Global Television PSA spots in addition to 

the paid media buy 

  PSAs, produced by Global Television featuring personality Susan Hay, ran with delivery 

in news properties and prime time programming 

 Television campaign: estimated adult Ontario audience: 47,083,800 

 Print advertorials: total combined readership: 653,700 

 Radio campaign: 10,109 gross rating points (GRPs) achieved 

 Chill/The Beer Store program: 1.2 million magazine readers, 350,000 online impressions, 

200 stores featuring point of sale display 

 In total, the paid media campaign generated over 159,000,000 impressions  

 

Non-digital earned media components (January 4, 2010 to April 19, 2010): 

 67 radio interviews and mentions (235% increase over 2009). 

 36 television news stories (112% increase over 2009). 

 302 print articles (51% increase over 2009). 

 120 Internet mentions.  

 

Digital campaign components (January 4, 2010 to April 19, 2010): 

 All sites geo-targeted to Ontario and monitored weekly for performance deliveries  

 Total adult Ontario impressions for online campaign: 158,451,543 

 Drove web users to www.driventoquit.ca for registration 

 Click Thruõs to campaign site from paid digital ads: 38,786 

 

Summary of Online Placements and Number of Impressions:  See following page. 
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 IMP = number of media impressions (EST IMP = estimated number of impressions) 

 CTR = click through rate; the percentage of people who click through to the next p 

  

 Search engine marketing (SEM) campaign: 

 55,814 impressions 

 8,743 clicks 

 15.66% click-thru rate (33.9% in final week) 

 

Website: www.driventoquit.ca  

 107,210 unique web visits during campaign period (December 14 2009 to April 19 2010) 

 69% increase in unique web visits in 2009/10 campaign compared with 2008/09 

campaign. 

 336,288 page views 

 

Over 1,650 Driven to Quit Challenge followers on Facebook and Twitter with positive engagement 

and interaction on both platforms. Participants helped messaging to go viral as they began their 

own video and written blogs, Re-tweeted content, sent messaging to their network and engaged 

with The Driven to Quit Challenge platforms.  

 

In total, 47,364,561 earned media impressions were tracked relating to the 2010 Driven to Quit 

Challenge campaign. 

  

Those who registered for The Driven to Quit Challenge were also provided with the opportunity to 

answer a few additional questions to also be registered for Smokersõ Helpline Online. Smokersõ 

Helpline Online registrations reached 6,230 and showed a 102% increase compared to the same 

time period in 2009.  

 

http://www.driventoquit.ca/
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As part of registration, each participant was given the opportunity to opt-in to being contacted by 

Smokersõ Helpline by e-mail during The Challenge.  E-mails were prepared by Smokersõ Helpline that 

provided information about The Challenge, encouragement and cessation advice relevant to the 

quitting process.  A total of eleven e-mail blasts were sent at key times during the quit period. 

Approximately 80% of the 2010 Driven to Quit Challenge registrants (~23,070) requested to receive 

supportive e-mails.  

 

Outcome Evaluation   

The 2010 Driven to Quit Challenge achieved 28,835 program entrants, the highest number of 

entrants ever. This represented a 29% increase in registrations over 2009.  

 

An evaluation of the 2010 Driven to Quit Challenge was conducted in March 2010 to gain insight 

into registration and awareness of The Challenge among Ontario tobacco users and former tobacco 

users. A population-based survey of adult Ontarian (19 years and over) smokers took place in a 

similar format to the 2009 evaluation for comparative purposes. The Ontario Tobacco Research 

Unit (OTRU) and the Ministry of Health Promotion were consulted in development of the 

questionnaire.  

 

Before completing the questionnaire, potential respondents were asked a series of screening 

questions in order to ensure that they qualified for the evaluation study. All participating 

respondents met the following criteria:  

1. 19 years of age or older 

2. A resident of Ontario  

3. Have used tobacco daily or almost every day and at least 100 times in his or her life or 

had participated in a Driven to Quit Challenge and quit successfully as a result of this 

participation.  

 

Eleven individuals who participated in the 2010 Driven to Quit Challenge evaluation were obtained 

through Leger Marketingõs online panel. In total, 800 people completed an online questionnaire 

(743 current tobacco users and 47 former tobacco users who had quit as a result of their 

participation in a prior Driven to Quit Challenge during 2006-2009).  

 

Qualified respondents completed the 30-item, online questionnaire. Key outcomes from the 

evaluation included the following: 

 More than one-half (55%) of all individuals participating in the evaluation (including past 

participants in The Challenge) were aware of The Driven to Quit Challenge.  

 16% of those who were aware of the Challenge had subsequently registered in the 

Challenge.  

 One-third of respondents who were aware of The Challenge agreed that information they 

had heard about The Challenge had influenced their decision to quit (their decision to make 

an actual quit attempt). 

 Though awareness of The Driven to Quit Challenge remained consistent over time, reported 

enrollment significantly increased 

 Among those who successfully quit as a result of The Driven to Quit Challenge, participation 

was highest in 2010 

 81% of tobacco users and 92% of respondents who successfully quit as a result of The 

Challenge indicated that they would recommend The Driven to Quit Challenge to someone 

who wants to quit using tobacco. 
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 Among those who had ever taken part in The Driven to Quit Challenge, 87% of those who 

successfully quit indicated that The Challenge was important in encouraging them to try to 

quit. 

 Three-quarters of tobacco users who participated in The Challenge (75%) indicated it was 

important in encouraging them to try to quit 

 46% of tobacco users aware of The Challenge talked about it with their friends and family 

members. Up directionally but not significantly from 39% in 2009.  

 

Learned experiences and recommendations from previous years were incorporated and many 

unique promotional initiatives were implemented, such as a strong social media presence, Search 

Engine Marketing, increased public relations, outreach to diverse communities and strong internal 

and external communication.   

 

In closing, the objectives of The Driven to Quit Challenge were achieved in 2010. The Challenge 

motivated 28,835 Ontarian tobacco users to make a pledge to quit for the month of March 2010. 

From 2006 through 2010, more than 130,000 entrants registered to make a quit attempt.  

 

While raising awareness about the dangers of tobacco use, the Canadian Cancer Society was able 

to engage Ontarians in cessation services such as Smokersõ Helpline, Smokersõ Helpline Online and 

community cessation programs and services.  

 

Learnings and Insights from Campaign 

1.  The 2010 Driven to Quit Challenge campaign was successful in meeting its objectives, 

benefitting from several factors:  in particular, the investment of the provincial media buy; the 

strong promotion efforts; and the partnerships with public health units and Canadian Cancer 

Society units via local promotions.  The Canadian Cancer Society committed to build on the 

previous reach and awareness of The Driven to Quit Challenge across the province to help 

Ontarians to make quit attempts. In order to accomplish the commitment, campaign staff 

leveraged established relationships with the Ministry of Health Promotion and local public 

health units to organize the campaign with excellent results.   

 

2. The use of digital media helped to enhance campaign reach. An increase in points of contact 

with the target audience through digital platforms in 2010 (compared to in 2009) may have 

aided in increasing campaign awareness and conversions. 

 70% increase in number of unique visits to website during campaign registration 

period, specifically (95,210 vs. 55,823 from January 4 to February 28 of each 

year; note 2009 campaign launched January 19) 

 53% increase in number of visitors to the site from Facebook during campaign 

registration period (7,675 vs. 5,006 from January 4 to February 28 of each year)  

 Additional 8,743 clicks to site generated by new Google AdWords campaign in 

2010 

 

3. The use of social media to engage with the target audience in a cessation campaign seemed to 

help provide a supportive community for those quitting. Consistent and active engagement 

on the part of the campaign planners with social media users promoted dialogue and 

empowered users to share campaign messaging with their networks. 
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Post Script: 

The Driven to Quit Challenge was hosted by the Canadian Cancer Society again in 2011. Findings in 

relation to digital media in 2010 were applied to the planning and execution of the 2011 

campaign. As well, the Society continued to explore additional digital avenues: 

 Mobile version of Driven to Quit site  

o Generated 5,455 unique visitors during campaign registration period (January 4 

to February 28, 2011)  

 QR (Quick Response) code used on creative 

o Generated approximately 500 smart-phone scans (~10% of all traffic to mobile 

site)  

 Text messaging (short code) campaign initiated 

o Generated 159 subscribers 

 Enhanced engagement on social media channels (Facebook, Twitter, YouTube)  

o Facebook following has increased to ~2,900 (up from approximately 1,200 at the 

end of the 2010 campaign)  

The 2011 Driven to Quit Challenge attracted 36,060 Ontario registrants, a 25% increase over the 

2010 campaign.  

Sources of Additional Information   

www.driventoquit.ca  

 

Krista Murray 

Senior Coordinator, Canadian Cancer Society Smokersõ Helpline 

Project Coordinator, The Driven to Quit Challenge 

(905) 387-4322 ext. 5617 

kbennett@ontario.cancer.ca  

 

http://www.driventoquit.ca/
mailto:kbennett@ontario.cancer.ca
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Denmark ð 2004-present Xhale.dk Campaign  

Organization   

Danish Cancer Society 

 

Campaign Dates 

From September 2004 - present  

 

Objectives 

For at least 15% of participants to stop smoking one year after the intervention  

  

Target Audience(s) 

15- to 25-year-olds 

 

Media Vehicles/Channels   

Website; cell phones (i.e., text messages); computers (i.e., email messages); magazines targeted to 

young people (i.e., ads); limited radio and television (i.e., some broadcast mentions) 

 

Media Presence 

Unknown 

 

Campaign Budget (in USD) 

Overall Budget: 500,000 

Development Budget for communications pieces/tools:  350,000 

Marketing budget: 150,000 

Events and marketing budget from the EU campaign òFeel free to say noó and òHELPó: 100,000 

 

Advertising Agency or Public Relations Firm 

None used 

 

Research Firm 

None used 

Language(s)  

Danish 

 

Target Audience Research 

Campaign planners began with a review of the scientific literature related to quit smoking programs 

(specifically seeking which parameters are significant for changing young peopleõs behavior) and 

combined that information with their experiences from a Quit and Win competition where Internet 

and text messaging were used and from a previous stop-smoking program for young people.   

  

Pre-Campaign Evaluation of Draft Materials 

None 

 

Campaign Description   

Xhale consists principally of a website, a database, and the sending of text messages, picture messages 

and e-mails to users. Version 1 was used from September 2004, when the system was marketed and 
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implemented, to the beginning of 2007. Based on experience and the first analysis of the system, a 

new version (Version 2) was launched in the spring of 2007 and remains in use currently. 

 

Version 1 was a less tailored computer program than Version 2, as the contents of the website and in 

the text and picture messages were mainly put together based on the answers users had given in the 

questionnaire when they signed up, and upon the stage of the users in the smoking-cessation process 

in relation to their planned quit date. 

 

Emphasis was placed on the following learning and change goals in the system: 

Å Dealing with pressure from friends and social relations 

Å Dealing with stress, negative feelings and dependency 

Å Building up belief that smoking cessation is possible (self-efficacy) 

Å Developing the possibility and ability to set personal goals 

Å Getting the target group to understand the health-related consequences of smoking as being   

personally relevant (motivation for smoking cessation) 

 

In Versions 1 and 2 on the website there is access to the following main areas: 

Å Why smoking cessation? ð information about the direct advantages of smoking cessation 

Å The chamber of horrors ð films, photographs, games, exercises 

Å Smoking in figures ð the number of smokers in Denmark, specifically among young people 

Å Smoking and the body ð facts about the damage to health caused by smoking 

Å Dependency ð facts about the different forms of dependency 

Å Myths ð putting right common misconceptions about smoking 

Å Questions ð answers to frequently asked questions 

Å For and against smoking cessation ð ambivalence diagram 

Å Smoking and weight ð facts about smoking and weight, and the opportunity for personal weight 

calculations 

Å Problem page ð personal online advice 

Å Discussion forum ð opportunity to exchange experiences and advice with likeminded people 

Å Your diary ð countdown, personal information, own experiences, exercises etc.; can be closed or 

open to others in the form of a blog 

 

Two parallel systems were constructed in Version 2. The first looked partially like Version 1, with 

some changes mainly in relation to the results of the qualitative evaluation, and the second had much 

more computer tailoring. More options were built in for the user, and different answers were built 

into the text messages and e-mails in relation to the userõs motivation, readiness, etc. Each new user 

was put into one of the two parallel systems by means of a random system of distribution. This made 

it possible to analyze the need for tailoring in relation to effectiveness. 

 

Xhale.dk offered different types of smoking-cessation support, partly via a personal and interactive 

program on the website, and partly via text-message and e-mail programs. The elements could be 

combined in different ways, such as selecting which information channels they wanted to use.  

 

Xhale.dk became part of the European Union campaign, òFeel Free to Say Noó and was promoted via 

campaign ads, events in educational institutions, a large no-smoking party, and mentions in most news 

media.  In addition, municipalities and educational institutions marketed the program as their offer to 

young people, and awareness of the campaign spread through ôword of mouth.õ    

 

Process Evaluation   
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After one year online (September 2005), over 3,000 people had signed up to xhale.dk to quit smoking. 

In January 2006, that number rose to over 5,000, and by August 2008 more than 14,000 people had 

registered and attempted to quit smoking with the help of xhale.dk (approximately 2.4% of all smokers 

in the primary target group). The average age of those signed up was 23 years old, and as many as 

70% of users fell within the target group of 15- to 25-year-olds. Of the remaining users, 27% were 

over 26 years old, and less than 3% were younger than 15 years old. Approximately 52% of those who 

registered on xhale.dk were women, 48% were men.   

 

Regarding the types of smokers who participated in the program, they were primarily heavy smokers 

(66% smoked at least 15 cigarettes per day).  The average consumption among the 15-25-year-old 

participants was 15.3 cigarettes per day, while participants 25 years and older consumed an average of 

18.5 cigarettes per day.   There were very few occasional smokers in the program, which makes sense 

given that the program was not designed or marketing for them. 

 

Almost three quarters of the users chose to combine the personal, interactive program on the site 

with the text message and/or e-mail programs.  Of those who chose to use only one element, 17.2% 

selected e-mail. The user percentages for the website only and the text messages only were 5.5% and 

4.3%, respectively. This is a general trend regardless of gender, consumption, or age. Regarding age, 

the most marked deviation was in the 36+ age group, where 34.6% used only e-mail. 

 

Outcome Evaluation   

A 12-month follow-up study was conducted in October/November 2005 with telephone interviews 

of both intervention and control groups. The intervention group consisted of daily smokers aged 15 

to 25 who had signed up for smoking cessation at xhale.dk in the period of September 1 to December 

1, 2004. A further requirement was that they had submitted their mobile phone numbers when they 

signed up. Only a few small proportion of those interested were excluded based on this because most 

chose to communicate via text messaging, and of those who did not use texting, most submitted a 

telephone number.  The control group was selected from young people who had stated in the national 

survey of young peopleõs lifestyle habits (MULD 2004) that they were daily smokers and were 

motivated to try smoking cessation. As the collection of data for MULD took place from November 

2004 to March 2005, the reporting time for MULD participants is largely identical to the signing-up 

time for the selected group of xhale.dk users (only a few respondents answered MULD 2004 later than 

January 1, 2005). 

 

As an extra provision ð to ensure that both the intervention and control groups were daily smokers 

one year before the telephone interviews started ð all respondents had to answer whether they were 

daily smokers in August 2004.   A total of 134 individuals qualified as participants in the intervention 

group and 192 qualified as participants in the control group. Both groups were matched on selected 

variables such as age and motivation for smoking-cessation, while gender was a possible confounder 

when determining a variation in effect because girls were over-represented in the MULD survey. 

 

The effectiveness of xhale.dk was measured according to two success criteria: 12-month quit rate and 

smoking-cessation attempts. Based on recommendations from a CDC/SRNT panel of experts, only 

people who had not smoked for the last 30 days were counted as òsmoke-free.ó  People who had not 

smoked for periods of 1-7 days or 8-30 days were counted as respondents who had not quit.  This 

requirement for a relatively long quit period was because of the tendency of young people to vary 

their smoking patterns. In some periods they do not smoke at all, while in other periods they smoke 

heavily. Therefore, it was important to find a method that excluded periodic smokers, so that only 

those who òreallyó quit smoking were included when program effectiveness was being measured. In 
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addition, a conservative quit rate estimate was produced by counting all those who answered òdo not 

wish to participateó as current smokers in the survey. 

 

With regard to the measurement of smoking-cessation attempts, the respondents were asked if they 

had been smoke-free for a week or more, or a month or more. As with the quit rate, smoking-

cessation attempts of longer than a month were evaluated as the more realistic of the two periods. 

Participants from the intervention group were asked about their experience of, and satisfaction with, 

xhale.dk.  A logistic regression analysis was used on the intervention group and the control group in 

relation to the effect variables. The results were presented as an odds ratio (OR) with 95% confidence 

intervals (CI). 

 

Learnings and Insights from Campaign 

1. Xhale.dk participants were more likely than the control group to be smoke-free one year after the 

baseline measurement.  The quasi-quantitative evaluation survey indicated that 12.6% of the 

participants aged 15 to 25 were still smoke-free one year after signing up for xhale.dk .  In other 

words, they had not smoked during the previous month. In comparison, only 4.0% of the control 

group was smoke-free at that time.  When the control and intervention groups were matched on 

selected variables, such as age and motivation for smoking cessation, the strength of the 

calculation was too low for a significant effect. However, the trend was that the chance of 

achieving smoking cessation was more than twice as high for using of xhale.dk versus the control 

group. The probability of achieving lasting smoking cessation by participating in xhale.dk was 

similarly increased. 

 

2. Overall, xhale.dk was perceived positively by participants, in terms of its efficacy and their 

willingness to recommend it to others.  In total, 50% of the users felt that to some extent the 

support from xhale.dk was important for their smoking cessation. Just over 30% felt that xhale.dk 

made their smoking-cessation attempt easier than previous attempts, while 56% did not feel that 

the program made quitting easier. However, this does not mean that the majority were dissatisfied 

with xhale.dk. In total, 60% stated that they would recommend the program to others ð only 27% 

said they would not (the remainder said they were unsure). 

 

3. Both the content and form of communication of xhale.dk attracted the 15- to 25-year-old target 

audience.  Qualitative and quantitative evaluation surveys indicated that xhale.dk reached young 

smokers who typically do not use conventional smoking-cessation support, such as telephone 

advice and courses. The aspects of the program cited as most valuable by respondents included 

(in random order):  

Å The program was anonymous and personal. 

Å It has a youthful image in its language, the layout of the site and the use of website, 

e-mails and text messages. 

Å It focused on the target groupõs primary needs for support and help in connection with 

smoking cessation. 

Å The information was factual and visual. 

Å The users decided themselves how much support was needed. 

Å The information came directly to the user, with no planning required for participation. 

Å The program was free. 

 

4. After gaining experience with Version 1 of xhale.dk, six main elements were identified as 

opportunities for strengthening the program in relation to its appeal to young people and its 
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effectiveness as an aid to smoking cessation, and these elements were introduced into the second 

version of xhale.dk: 

Å More information based on the user profile (i.e., greater tailoring). 

Å More interaction (both between the users and the program and among the users).  

Å More use of e-mails and text messaging (i.e., more daily text messages and weekly e-

mails, which would also help build the programõs awareness via word-of-mouth). 

Å Option of continued contact with users who have started smoking again and are waiting 

to set a new quit date. 

Å Option of an extended period of support. 

Å Merchandise (to signify participation in the program) and diplomas (for completing the 

program). 

  

Sources of Additional Information   

www.xhale.dk 

Per Kim Nielsen 

pn@cancer.dk  

 

Materials and report in Danish: www.rygning.com.  

 

Published study in English:  http://www.bzga.de/?id=medien&sid=59:  

Smoking cessation for young people using digital media. In: Internet-based smoking-cessation aids for 

young people- Practical Experience and current evidence. Research and Practice of Health Promotion, 

vol. 14 2009. p. 15-33. 

 

 

http://www.xhale.dk/
mailto:pn@cancer.dk
http://www.rygning.com/
http://www.bzga.de/?id=medien&sid=59
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England ð 2009 AOL Beauty Campaign  

Organization   

England Department of Health 

 

Campaign Dates   

June 2009 ð September 2009 

 

Objectives   

 Engage female routine and manual (R&M) smokers in positive ôLifeõs more beautiful smokefreeõ 

activity 

 Drive 120,000 R&M female smokers through to the destination web pages (the AOL online hub) 

 Trigger quit attempts by demonstrating how stopping smoking can enhance your appearance, 

both in the short term (for summer) and long term (for life) 

 Assess if this proposition had potential for 2010 

 

Target Audience(s) 

Female routine and manual workers who smoked, in particular those who used the Internet more 

than once per week. 

 

Media Vehicles 

Website (microsite within AOL site) 

 

Media Presence 

The partnership was hosted on the AOL site and included traffic driving via display advertisements  

 

Media Budget (in USD) 

Approximately $240,000 (£150,000) 

 

Advertising Agency or Public Relations Firm 

Blue Rubicon ð worked with editorial team at AOL to develop content 

Mediaedge: CIA 

COI/i -level ð media buying 

 

Research Firm 

Pre-campaign research with target audience ð The Nursery 

Post campaign research - AOL/Nielsen 

 

Language(s)   

English 

 

Target Audience Research   

Research1 indicated that smokers who were in Routine and Manual professions started smoking 

earlier, smoked more and found it more difficult to quit successfully than other adults.  In 2008, 

smoking was more than twice as high in Routine and Manual occupations compared to managerial 

                                                           
1
 Directions research & marketing: Routine and Manual smokersô message bank research, consisting of 16x3 hour consumer 

workshops with R&M smokers, May 2006 
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and professional occupations.2  Among this group, smoking was found to be a shared social pastime.  

They believed smoking was the norm and they felt persecuted by messages and legislation that 

portrayed a contrary reality. 

 

In 2007, ONS data3 showed that there were an estimated 14.9 million people in routine and manual 

groups in England: 

Å Nearly 60% were male 

Å 42% were aged 25-44 (compared with 35% of the general population) 

Å 39% had children aged 0-15 (compared with 31% of the general population) 

Å Approximately 4.7 million of them smoked (31% of me, 28% of women) 

 

The ONS research showed most R&M smokers had access to the Internet and 77% owned a 

computer.  A high proportion of these used the Internet frequently, though not every day-- 76% of all 

R&Ms who smoked used the Internet at least once a week. This compared with 81.1% ABC1 adults 

who used the Internet at least once a week and 38.4% who used the Internet more than once a day. 

 

The proposition for this activity was ôLifeõs more beautiful smokefree,õ which stems from message 

bank research of 16 three-hour consumer workshops with R&M smokers to test messaging, carried 

out through Directions Research and Marketing4, that identified appearance as an area with strong 

potential for female R&M smokers.  

  

Pre-Campaign Evaluation of Draft Materials 

The idea of ôLifeõs more beautiful smokefreeõ was creative tested by the Nursery in March 20095 with 

women aged 25-35 in six group discussions.  The research indicated that women in the target 

(primarily younger R&M women who were either in the pre-family or young family life stage) were 

fully aware of the effect that smoking can have on beauty. However, they were more open to, and 

interested in, hearing about the beauty benefits of quitting than they were to more negative messages. 

The ôLifeõs more beautiful smokefreeõ seemed to them a fresh and different way of getting the quitting 

message across.  

 

Campaign Description   

A microsite was created, hosted by AOL, which promoted quitting smoking as a positive beauty step. 

The microsite was designed in a magazine format with regularly updated content to keep visitors 

engaged. 

 

Content included: 

 Advice and support on stopping smoking from the NHS 

 Quit tools that were already developed for the campaign, such as Quit Planner and Cost 

Calculator 

 Beauty articles about specific topics such as hair, eyes, skin, nails, teeth, etc. 

 Expert beauty tips (e.g., Ruby Hammer ð Celebrity makeup artist) 

 Smoke-free quiz tool 

 Prize draw 

                                                           
2
 Opinions Survey Report 40: Smoking Related Behaviour and Attitudes 2008/9, (Office For National Statistics) 

3
 Office for National Statistics, General Household Survey, 2007 

4
 Directions research & marketing: Routine and Manual smokersô message bank research, May 2006 

5
 The Nursery: Creative testing research, March 2009 
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 Celebrity gallery, showing images of non-smoking celebrities that the audience would relate to, 

who have great skin 

 

This content was mixed with generic beauty messages to create a friendly and attractive hub for the 

right audience, in line with other lifestyle pages on AOL. 

Display advertising elsewhere on the AOL site helped to drive traffic to the website.  

Process Evaluation 

Tracking tags were added to each page of the site.  

130,000 unique visitors to the microsite during the campaign, exceeding the target of 120,000 

 

Post-campaign research6 with 1,078 female smokers who had visited the site showed that: 

 69% of visitors were female 

 24% of users were aged 18-34, 32% were aged 35-54 and 38% were aged 55+ 

 69% of those who visited the microsite were smokers who wanted to quit or cut down 

 34% of visitors said that the reason they wanted to quit was that they were concerned about the 

effect of smoking on their appearance (4th most cited reason after health, cost and shame of 

smoking) 

 70% said they were concerned about the implications of smoking on their appearance. 

  

Outcome Evaluation 

Key outcome measures from the post-campaign research cited above include the following: 

 Smokers said the most useful sections were the advice and support pages which included 

information on local NHS Stop Smoking Services, followed by the Smokefree quitting planner, cost 

calculator tool and beauty articles 

 Over 50% of the female smokers and two thirds of 18-34 year old smokers surveyed found the 

content useful in motivating them to quit smoking 

 58% of female smokers and 65% aged 18-34 said they were likely to give up smoking in the next 

2-3 months. 

 53% said they would tell other smokers about the AOL content 

 

Learnings and Insights from Campaign 

1. Pre-campaign target audience research indicated that this audience would be less influenced by 

the mainstream Smokefree campaigns, and the campaign results suggested that the proposition 

was relevant.   The pre-campaign research indicated that the target audience of young women was 

not interested in hearing negative information about the harms of smoking, but wanted to hear 

the about positives of quitting instead.  Campaign results indicated that this audience felt the 

AOL microsite content was valuable, as two thirds of 18- to 34-year-old female smokers who 

visited the site said the content was useful in motivating them to quit, and almost two thirds of 

18- to 34-year-olds said they were likely to give up smoking in the next 2-3 months.  

 

                                                           
6 Online research carried out by Nielsen for AOL with people who had visited the website. 
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2. In the future, similar campaigns should consider using networks that better align with the target 

audience demographics.  While the campaign was successful, the demographic attracted by AOL 

tended to be slightly older than the target demographic, and this should be considered when 

choosing networks for similar activity in the future.   

 

 

Sources of Additional Information   

Tobacco Control Marketing team 

smokefree@dh.gsi.gov.uk  

 

 

 

  

mailto:smokefree@dh.gsi.gov.uk
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Englandð 2008-2010 Smokefree MSN Campaign  
 

Organization   

England Department of Health 

 

Campaign Dates   

April 2008 ð March 2010 

 Phase 1: April ð June 2008 

 Phase 2: December 2008 ð April 2009 

 Phase 3: January ð March 2010 

 

Objectives   

 Encourage smokers to use their local NHS  Stop Smoking Services to help them quit 

 Show smokers that it really is possible to quit 

 Give smokers the opportunity to speak directly to smoking advisers 

 

Target Audience(s) 

Routine and manual workers who smoked, in particular those who used the Internet more than once 

per week. 

 

Media Vehicles   

Online (websites, social media (Facebook), chats, blogs, videos) 

 

Media Presence 

The program was publicized on the MSN ôgosmokefreeõ portal 

 

Media Budget (in USD)  

Phase 1:  £220,000 (Approximately $350,000) 

Phase 2:  £200,000 (Approximately $320,000) 

Phase 3:  £250,000 (Approximately $400,000) 

 

Advertising Agency or Public Relations Firm 

i-level 

 

Research Firm 

Directions research & marketing 

 

Language(s)   

English 

 

Target Audience Research   

Research7 indicated that smokers who were in Routine and Manual professions started smoking 

earlier, smoked more and found it more difficult to quit successfully than other adults.  In 2008, 

smoking was more than twice as high in Routine and Manual occupations compared to managerial 

and professional occupations.8  Among this group, smoking was found to be a shared social pastime.  

                                                           
7
 Directions research & marketing: Routine and Manual smokersô message bank research, consisting of 16x3 hour consumer 

workshops with R&M smokers, May 2006 
8
 Opinions Survey Report 40: Smoking Related Behaviour and Attitudes 2008/9, (Office For National Statistics) 
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They believed smoking was the norm and they felt persecuted by messages and legislation that 

portrayed a contrary reality. 

 

In 2007, ONS data9 showed that there were an estimated 14.9 million people in routine and manual 

groups in England: 

Å Nearly 60% were male 

Å 42% were aged 25-44 (compared with 35% of the general population) 

Å 39% had children aged 0-15 (compared with 31% of the general population) 

Å Approximately 4.7 million of them smoked (31% of me, 28% of women) 

 

The ONS research showed most R&M smokers had access to the Internet and 77% owned a 

computer.  A high proportion of these used the Internet frequently, though not every day-- 76% of all 

R&Ms who smoked used the Internet at least once a week. This compared with 81.1% ABC1 adults 

who used the Internet at least once a week and 38.4% who used the Internet more than once a day. 

 

Other research indicated that smokers were four times more likely to quit successfully if they used 

their local NHS (National Health Service) Stop Smoking Services than if they tried to quit alone. 

However, in the period leading up to the campaign, only around 10% of smokers were using their 

local NHS Stop Smoking services to quit.  

 

Pre-Campaign Evaluation of Draft Materials 

None conducted. 

 

Campaign Description   

The campaign had three goals: 

 Encourage smokers to use their local NHS  Stop Smoking Services to help them quit 

 Show smokers that it really is possible to quit 

 Give smokers the opportunity to speak directly to smoking advisers 

 

MSN was chosen as the portal because it was one of the most popular sites with the Routine & 

Manual target audience. The campaign was rolled out in three phases, and each had a different focus. 

 

The first phase of the campaign ran for two months from April ð June 2008. The partnership 

coincided with the Department of Healthõs January 2008 campaign, ôGetting off Cigarettes.õ  The first 

phase of the campaign encouraged smokers to engage with the quitting stories from celebrities and 

real people and to speak with advisers and use a MSN mapping tool to find their local Stop Smoking 

Services. To encourage smokers to use their local NHS Stop Smoking Services to help them quit, the 

site followed two celebrities who resonated with the audience through the quitting process (and the 

NHS services) via video diaries.  To show smokers that they could quit, video diaries of òreal peopleó 

were developed in which they told their quitting stories and how they successfully gave up. In order to 

provide smokers with the opportunity to speak to smoking advisers, some call center advisers were 

trained to talk with smokers via MSN Messenger.   

 

The second phase of the campaign ran from December 2008 ð April 2009 and featured the celebrity 

quitters, video diaries and online chats with call center advisers. In addition to this, the campaign 

featured an R&M female blogger writing (with the help of a journalist) about her attempts to quit 

smoking. It had a more direct call to action than before, encouraging people to find their local NHS 

                                                           
9
 Office for National Statistics, General Household Survey, 2007 
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Stop Smoking Service or join the Together program. Smokers who joined the Together program 

registered their quit date and then received a series of supportive direct mail packs, text messages, 

emails and call backs as they reached the key stages of the giving-up process: pre-contemplation, 

contemplation, quitting and staying quit. 

 

The third phase ran from January ð March 2010. This phase of the campaign featured celebrity 

quitters, video diaries and online chat. The campaign also followed the developments of a blogger 

attempting to give up smoking, with twice weekly updates to encourage users that ònow is the timeó 

for them to quit. The blog also initiated the creation of a community on MSN that saw smokers and 

ex-smokers supporting each other through the quitting process with helpful tips and advice from 

based on experience. The campaign encouraged smokers to visit virtual advisers, search for local 

services and to find out information about the Together program.  

 

Process Evaluation  

As each phase had a different focus, the metrics used to evaluate each stage differed slightly.   

 

Phase 1: 

Å The web hub was viewed over 190,000 times during the campaign 

Å Visitors spent average of 4:04 on site (double the time spent on advertiser hubs on MSN) 

Å The videos were watched over 39,000 times 

Å The adviser chat page was visited 77,320 times 

Å The search for local services was viewed 7,102 times 

Phase 2:  

 The web hub was viewed almost 570,000 times during the campaign 

 50% of visits lasted for over a minute, and 18% lasted for longer than five minutes 

 The videos were viewed over 147,000 times 

 The email was signed up to 1,789 times 

 The search for local stop smoking services was used 5,272 times 

 The adviser chat page was visited 17,052 times  

        Phase 3: 

 The hub received almost 240,000 visits during the campaign 

 The average time on the site was lower than before, at 1 minutes 34 seconds, however this is 

to be expected with the call to action taking visitors away from the hub onto the Smokefree 

website 

 The registration form for the Together program was visited 2,710 times 

 The search for local stop smoking services was visited 15,348 times 

 The blog was viewed 66,806 times 

 The adviser chat page was visited 9,633 times  

 

Outcome Evaluation 

None conducted. 

 

Learnings and Insights from Campaign 

1. The MSN hub was a very effective way to engage R&M smokers in their own quitting process as 

well as to enable them to help others.  Over the course of the campaign, the hub received 1 

million visits, and visitors engaged well with video and blogging content.  
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2. The instant chat was a popular and cost-effective way for advisers to engage with smokers.   The 

adviser page received over 100,000 visits over the course of the campaign.  As a result of this, the 

England DH began to offer an interactive chat function on the Smokefree website 

(https://data.gosmokefree.co.uk/askanexpert.aspx), as well as interaction with advisers and peers 

through the Smokefree Facebook page. 

 

3. Smokers were interested in finding their local NHS Stop Smoking Services. The search for local 

services was visited almost 28,000 times over the course of the campaign, indicating an interest in 

finding conveniently-located stop smoking services. 

 

 

Sources of Additional Information   

Tobacco Control Marketing team 

Department of Health 

smokefree@dh.gsi.gov.uk  

 

 
 

  

https://data.gosmokefree.co.uk/askanexpert.aspx
mailto:smokefree@dh.gsi.gov.uk
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England ð 2009Smokefree United Campaign  

Organization   

England Department of Health 

 

Campaign Dates   

October 2009 -December 2009 

 

Objectives   

 Reinforce motivation amongst male smokers who work in routine and manual jobs to quit 

smoking.  

 Encourage quit attempts amongst male Routine and Manual smokers. 

 

Target Audience(s) 

Male football fans who smoked 

 

Media Vehicles  

Radio (partnership with talkSPORT), national press advertising, online display advertising, face-to-

face events, website, posters, big screens at football matches, ads in football match programs, and 

tannoy announcements (messages over the PA systems at football matches). 

Media Presence 

Unavailable 

 

Media Budget (in USD) 

Approximately $ 1015,000 (£637,000) 

 

Advertising Agency or Public Relations Firm 

 Kitcatt Nohr Alexander Shaw - Creative identity, press creative, radio advertorials, online 

display advertisements  

 EMO ð Face-to-face events, local partnerships 

 Reading Room - Web development  

 Blue Rubicon and COI News and PR ð public relations 

 Mediaedge:MEC ð media planning 

 COI ð media buying 

 Iris ð national partnerships 

 

Research Firm 

 The Nursery - Smokefree brand research (2008) 

 Directions research & marketing - Message Bank (2008) 

 Reading Room - follow-up email research (2009/2010) 

Language(s)   

English 

 

Target Audience Research   
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Research10 identified the primary audience for the ôReinforcing Motivation campaignõ as R&M 

smokers who are parents with young families, particularly men.  

 

The research indicated that R&M smokers led busy and stressful lives, working in a wide range of jobs 

from lorry drivers to shop workers, carers to receptionists, plumbers to security guards.  They tended 

to see work as tedious, and they had a correspondingly strong desire to escape from the daily grind as 

well as a spontaneous, short-term attitude toward life.  For this audience, smoking was entrenched in 

their lives, which made giving up extremely difficult.  They were likely to have friends and family who 

were smokers, and smoking was part of their ôtoolkit,õ fitting in to their routines and providing a 

shared and social pastime.  These men were well aware of the negative health consequences of 

smoking, and many of them want to give up. Indeed, most had tried and failed to give up, and were 

wary of trying again.   

 

Research from the Tobacco Control Marketing programõs regular tracking research showed that male 

smokers were traditionally less responsive to Department of Health (DH) campaigns. Many of them 

were passionate about football, but research showed that a straightforward message about the impact 

of smoking on physical fitness would exclude the vast majority of fans, the ôarmchair fans.õ   

 

Pre-Campaign Evaluation of Draft Materials 

None conducted 

 

Campaign Description   

Based on findings from the research, DH created the Smokefree United campaign message with the 

message that smokers could get more out of their game/life by quitting (i.e., they could be fitter, keep 

up with their kids, have more money to buy season tickets). Campaign planners created a virtual 

football club of quitters, Smokefree United, where football-loving smokers could get motivation and 

coaching to help them quit, and could join a group of peers who were united by their decision to get 

more out of life. It brought the expertise of NHS quitting help to male smokers in a way that was 

positive, engaging and easily accessible.  

 

Smokefree United was a fully integrated marketing campaign using a range of communications channels 

in order to achieve the campaignõs objectives. To engage male smokers and encourage quit attempts, 

the core media channel was a partnership with talkSPORT (a radio station that was highly credible 

with the target audience). TalkSPORT promoted Smokefree United across the station for 12 weeks, 

encouraging smokers to visit the website and join up through advertorials, live DJ reads, a live quitting 

clinic, and an interactive competition. Other activities included national press, online display, outdoor 

advertising, national and regional PR with clubs, partnerships with professional and amateur football 

clubs, and local community activation events. 

Premier League endorsement and partnerships with football clubs helped give the campaign 

credibility with the target audience, as did the use of football legend John Barnes as a media 

spokesperson. Smokers were provided incentives to sign up for Smokefree United (e.g., football-themed 

prizes) to help drive traffic and engage male smokers with the Smokefree message. 

All activity drove smokers to a bespoke (specially designed) microsite (www.nhs.uk/smokefreeunited). 

The site encouraged smokers to sign up as a first step to quitting smoking. It was designed to convert 

interest in quitting into action. Content included: 
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http://www.nhs.uk/smokefreeunited
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 A message wall where smoking-related questions were posed by talkSPORT host Andy 

Townsend  

 A Smokefree United league that counted the amount of fans from each club to have signed up, and 

engendered competitiveness amongst fans to encourage return visits and to get their mates 

involved 

 Information and support on stopping smoking and the ability to locate the nearest local NHS 

Stop Smoking Service  

 A specially-developed ôyour walletõ calculator tool to show smokers how much they would save by 

quitting 

 A specially-developed ôyour bodyõ tool to show smokers the effects of smoking on their health 

and fitness 

 ôWrightyõs wrongõuns,õ a humorous, viral member-get-member recruitment device fronted by ex-

footballer and TV celebrity Ian Wright (where smokers could nominate their friends to be on the 

bench until they also signed up).  

 

Upon signing up, smokers entered a four-week customer relationship management (CRM) journey. 

The CRM journey consisted of weekly motivational messaging and calls to action to access NHS 

quitting support by either SMS or email. Those receiving emails were provided incentives to respond 

to all weeksõ messages, which then entered them into a monthly draw to win a football-themed prize. 

This aimed to keep smokers engaged with the campaign by returning to the website. 

 

At the end of the 4-week CRM journey, participants were given the opportunity to migrate into the 

national smoking CRM program. 

Process Evaluation   

 The Smokefree United website received a total of 26,548 visitors  

 2,004 people signed up to join Smokefree United online and receive the emails/SMS messages over 

four weeks 

 There were 191 posts on the Smokefree United message board from smokers  

 There were 473 competition entries (this compared well to other talkSPORT competitions which 

had averaged only around 100 entries) 

 10,000 smokers were spoken to during the 32 days of face-to-face regional events, of which 4.4% 

actually requested help from their local NHS Stop Smoking Service  

 The Tobacco Control Marketing programõs regular tracking research with routine and manual 

smokers showed that 18% of respondents were aware of Smokefree United after the campaign, 

rising from a base of 0%. 

 

Outcome Evaluation 

Reported quit attempts were measured through an email survey with people who had signed up for the 

competition.  Two months after the close of the competition, an email survey was sent to the 2004 people 

who had registered for the competition.  Replies were provided by 137 respondents. From the survey,  

 75% of respondents found Smokefree United helpful in motivating them to quit (rated it 5 and 

above on a scale of 1-10) 

 84% of respondents made a quit attempt  

 62% of those quit attempts were still successful at the time of the research (successful quit 

attempts are measured at one month, and this research was carried out two months after the 

competition closed.) 
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Learnings and Insights from Campaign 

1. While the percentage of participants who tried to quit was high (84%), at least among those who replied 

to the post-competition survey, the absolute number of smokers who registered to participate in 

Smokefree United online was relatively modest (2004).  The challenge for any future activity would be to 

increase participation to drive down the cost per quit. This might require greater media budget and 

using other platforms, such as Facebook, to engage smokers.  

 

 

Sources of Additional Information   

www.nhs.uk/smokefreeunited  

 

Tobacco Control Marketing team 

smokefree@dh.gsi.gov.uk 
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